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This course is designed to acquaint the student with 
the functions, eriticisasy costs, and consuier analysis of 
advertisings Federal and State regulations of industry ope;.'ation and 
advertising; Federal, State, and city agencies for consuier 
protection; private and business -sponsored organizations for consuaer 
protections and rights and responsibilities of the consuaer. The 
course does not require any prerequisites, but a pretest could be 
given to deteraine areas of greatest veaknessest Included are a list 
of 11 behavioral objectives, a detailed outline of the course 
content, suggested learning activities, evaluative instruaents, a 
list of resource aaterials for students and teachers, and an appendix 
of sanple activities. (Author/BP) 
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I. COURSE TZTL£»PR0TECTION FOR THE CONSUMBR 
n. COURSE NUMBER— 6463.07 (Ntw: 7614.07) 
ZII, COURSE DESCRIPTION 
A« Synopilt 

FuficCloni, crltlcttmt, costs, and coniuner aiwlyili of advertlilng; 
fftderal and state regulations of Industry operation and advertise 
Ing; federal, state and city agencies for consumer prutectlon; 
private and business -sponsored organisations for consumer 
protection; and rights and responsibilities of the consumer, 

B, Textbook 

One or more of thi> state adopted textbooks for business taw and 
consumer economics or one of the department's choosing* Consumer 
Economic Problems seems to be more helpful than other available books, 

C, Occupational Relationships 

Legal Secretary Advertising Management Occupations 

Legal ^Typist Employee of federal, state, or other 

Law Clerk agency whose purpose is to protect 

the consuner 

D, Teaching Strategy 

There Is not an established "best*' method or procedure for teaching 
this subject matter. The method that seems best suited for this 
course is lecture, guest speaker, field trips, film question- 
answer, dally newspaper reading, reactions of individuals to con- 
cepts, and the sharing of experiences of students involved in the 
particular topic discussed, 

IV. COURSE ENROLLMENT GUIDELINES 
A. Prerequisite— Wone 

R. Pretest 

A pretest could be given to determine areas of greatest weakness. 
ITte teacher should consult the course of study objectives In 
constructing the pretest. 

V. COURSE OF STUDY C.JECTIVES 

Upon completion of this course, a student will be able to«- 

1. list at least five positive functions of advertising; 

2. list at lease five crltlclsias of advertising; 

3. describe the two methods of computing. tfie .cost of advertising; 

4. list at least five guides for consumer analysis of advertising; 

5. list and describe the purposes of five private agencies for 
consumer protection; 
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V, COURSR OF STUDY OBJECTIVES, Contlnutd 

6. llHt at Uatt four local (cUy) or otatt agenclea for conauinw- 
protoctlon; 

7. list the threa main faderal departments conoerned wtth consumer ' 
protection, Including at leaat one aub»agency and ita function; r 

8. describe the function of the Federal Trade Comnlsslon In relation 
to the Fair Trade Uws, listing and describing at leaat two of 
these acts; 

9. list a minimum of five other public agencies whose secondary 
duties afford some type of consumer protection or information; 

10. from a given case study, determine what agency to use when filing 
a cocnlalnt because rights as a consumer have been ylolated; and 

11. identify three men or women connected with consumer protection 
and explain their roles. ' 

VI. COURSE CONTENT 

A. Advertising and the Consumer 
1. Functions 

a. Stimulate consumer demand 

b. Educate prospective consumers 

c. Inform consumers about new products, developments, and 
changes ' 

d. Maintain contact with constmers 

e. Stress exclusive features and important advantages of a 
product 

f. Build consumer preference for a particular brand of product 

g. Develop large-scale distribution 

h. Establish a trade name, slogan, or product Image 
1. Create goodwill and develop consumer respect 

J. Obtain a list of prospective customers and prepare the 

way for salesmen 
k. Obtain a larger share of the business available 
!• Criticisms 

a. Promottss brand switching 

b. Does not stimulate demand 

c. Creates discontent 

d. Increases the price of goods 

e. Controls the press 

f. Promotes obsolescence 

g. Uses too cuny emotional appeals 

4 

B. Kinds, Costs, and Consumer Ufies of Advertising 

1. Kinds of advertising 

a* Consumer advertising 

b. Primary advertising 

c. Selective advertising 

2. Costs of advertising 
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VI. COURSE CONTENT, Contlnutd 

«• Breakdown of total expand Uurta by typea of madlum uaad 
b. Analyala of coat par dollar of aalea 
3. Conaumar analyala of advartlalng 

a. Stt'dy advert laemanta to learn about new producta and aervleta 

b. Learn to racoRnlce tradeamarka, branda, manuCacturara and 
retallera 

e. Uae advertlaementa aa a aouree of information 

d. Discover the kind of appeal uaed In an advertisement 

e. Look for statementa Indicating the qualify of the product 
advertlaed 

f • Do not be Influenced by abaurd and meanldgleas atatamenta 
and Implications 

g. Evaluate teatlmonlals with great care 

h. Search for Informative atatamenta that explain the eaaentlal 
featurea of a product 

1. Develop a pattern to follow In analyzing advertlaementa 

C. Private Sources of Consumer Protection 

1. Consumer -sponsored services 

a. Consumers' Research, Inc. 

b. Conaumers Union of United Statea, Inc. 

c. The American Council on Consumer Interests 

2. Professional Aaaoclatlons 

a. The Joint Council on Economic Education 

b. Council for Family Financial Education 

c. American Heme Economica Association 

d. American Medical Association 

e. American Dental Aaaociation 

f. Legal Aid Societiea 

3. Testing, certifying, and investigating agencies 

a. Consumer Reports 

b. Good Housekeeping 

c. Parenta' Magaatne 

d. Underwritera* Laboratory, Inc. 

e. Nationwide Conaumer Teatlng Institute, Inc. 

f. American Gaa Aas'ociatlon, Inc. 

g. American National Standarda Inatitute 

h. National Canners Association 

i. Better Buainess Bureaus 

4. Private incivlduala 

a. Ralph Nader 

b. John Banzhaf III 

c. Vance Packard 

d. John K. Galbraith 

0. Government Sources of Consumer Protection 

1. City and State Protection 

2. United States Department of Commerce 

a. National Bureau of Standards 

b. Office of Technical Services 

c. Patent Office 

d. Office of Business Economics 

3. United States Department of Agriculture 

a. Agricultural Marketing Service 

b. Agricultural ReaearcU Service 
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VX. COUASE CONTBNT. Continued 

c. Federal Extent ion Service 
<l. rnetlute of Hoeie KcondBlet 
e. Foreit Service 

Oepartnent of Health, Education, and Welfare 
a. chlldren*a Bureau 
« b. Office of Education 

e. Public Health Service 

d. The Federal Food and Drug Administration 

e. Federal Food, Durg, and Coanetle Act 

f. Fair Packaging and Labeling Act 

g. Federal Haeardoui Subatancea Labeling Act 

5. Federal Trade Cenml8alon»Falr Trade Laws 

a. Vfheelcr-Lea Act (control of advertising) 

b. Wool Products Labeling Act 

c. Fur Products Labeling Act 

d. Flannable Fabrics Act 

e. Automobile Information Olsclostire Act 

f. Textile Fiber Products Identification Act 

6. Other Public Agencies 

a. United States Department of Labor 

b. United States Post Office Department 

c. Civil Aeronautics Board 

d. CouncH-of Economic Advisors 

e. Department of Defense 

f. Department of Interior 

g. Department of Justice 

h. Department of State 

1. Department of the Treasury 

j. Federal Aviation Agency 

k. Federal Communications Commission 

I. Federal Power Coomlsslon 

m. General Services Administration 

n. Government Printing Office 

o. Housing and Home Finance Agency 

p. Interstate Commerce Commission 

q. Office of Special Representative for Trade Negotiations 

r. United States Information Agency 

8. Veterans Administration 

t. President's Connlttee 

u. President's Consumer Advisory Council 

VII, SUGGESTED PROCEDURES, STRATEGIES, AND LEARNING ACTIVITIES 

Dade County offers many learning actlvltler in the way of guest speakers 
that represent all levels of consimier interest; local and federal 
agencies which have offices in Dade County and can be found by checking 
the county, city and government sections in the Dade County telephone 
directory. The Living Witness program of Dade County Schools can 
assist in locating speakers. 

Students can use their own talents in c^eatinv scrapbooks and bulletin 
board displays showing sample copies of different types of advertising. 
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VII. SUGGESTED PROCEDURES, STRATEGIES, AMD LEARNING ACTIVITIES, Conttnutd 

Pending legit Utlen, new Uwt, or deelftont that affect eonsuncrt can 
be located with, help fron the Miami qera^d and the Mtawt Newi . 

Panel dlteutiiona may be held shewing apeelfic examplei of deceptive, 
emotional, and Intelllgence^lnaultlng advertlalng* 

Students may interview an owner or part owner of a buainess and aak 
what government controls help or hinder the operation of hit busineaa. 

Students and teacher may tape record and bring examples of radio and 
television advertising, letting the class analyze each one for Its 
function(s), critici8m(s), and additional Information a consumer 
might need for comparison* 

VIII. EVALUATIVE INSTRUMENTS 

A. Pretest 

No previous studies are required for this course. In order to 

provide interesting learning experiences, the teacher will need 

to assess the understandings, skills, and facts already known 

each student in respect to the subject of this course. 

B. Interim Tests ' 

During the nine weeks, the teacher may wish to determine student 
progress by means of small unit teats. Study questions or case 
studies In textbooks and workbooks, commerically or teacher* 
prepared tests, verbal feedback on previously presented materials, 
or role*pIaying of a particular concept may be used as a basis 
for evaluating progress. 

C. Final Evaluation 

The final evaluation should cover all of the performance objectives 
for the course. 

IX. RESOURCES FOR STUDENTS 

A. Textbooks 

3aker, S. Sinclair. The Permissible Lie; The Inside Truth About 
Advertising . Cleveland: World Publishing Co., 1968. 

Flak, McKee and Snapp, James C. Applied Business Law . 9th ed. 
Cincinnati: South-western Publishing Co., 1966. 

Goodman, Kennard E. Today's Business Law . New York; Pitman 
Publishing Corporation, 1966. 

Hughes, Eu'.ene H. and Musselman, Vernon A. Introduction to Modern 
Business, 3rd ed. Englewood Cliffs, New Jersey: Prentice 
Hall, Inc., 1959. 



5 



IX. RESOURCES FOR STUDENTS, Contlnuad 

MargoUui. Sidney K. Tha Innoean t Cenauaar vi. tha gxalotf r« 
Naw York I Trldant Praaa. 1967. 

McClellan, Grant S. The Conaumlna Public . New York: Tha H. W. 
Wllaon Company, 1966. 

Nolan. Carroll A. and Warmke, Roman P. Marketing. Salaa Prtm^tit^n . 
and AdvertlalnB, 7th ed. Cincinnati: South-Waatarn Publlah- 
Ing Co.. , 1965. 

Packard, Vance D. The Hidden Perauadera . New York: David McKav 
Co., Inc., 19S7. ' 

Rosenblum, Marc. Economlca of the Conaumcr . Mlnneapolia: 
Lamer Publlcatione Company, 1970. 

Schneider, Arnold E.; Whltcraft, John E.; and Roaenberg, R. Robert. 
Understanding Buatneaa Taw. 4th ed. New York: McGraw-Hill 
Book Co., 1967. 

Wannke, Roman P.; Wyllie, Eugene D.; Wilson, W. Harmon; and Eyater, 
Elvln S. Consumer E conomic Problema . Sth ed. Cincinnati: 
South-western Publishing Co., 1971. 

Wilhelms, Fred T.; Heimerl, Ramon P.; and Jelley, Herbert M. 
Consumer Economlca. 3rd ed. New York: Gregg Division of 
McGraw-nil Book Co., 1966. 

B. Booklet 

Consumer Ri ghts and Responstbilltlea 

Unit XII of a series on consumer education— programmed learn- 
ing instruction booklets developed and field tested by members 
of the Northern Illinois University Chapter of Delta Pi Bpsllon. 
SOc each from Delta Pi Epsllon National Office, Gustavus 
Adolphus College, St. Peter, Minnesota 56082 

C. riagazines 

Consumer Reports, published monthly by Consumer Union of United 
States, Inc., 256 Washington St., Mt. Vernon, N. Y. 

Changing Times, published monthly by the Kiplinger Washington 
Editors, Inc., Park, Maryland 20782 

D. Workbooks id accompany textbooks 

E. Newspapers! 

Miami Hern Id 
Miami New« 
Wallstree " Journal 
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TX. RKSOUIiCES rOR STUDENTS, CenUnUid 

K . Fl lidtt t rlp^ " Coniumcr Education Strtta 

" " ■ ■ ■ '<.. . . 

Set of thret ftlnatript on: 

1. ThA Role of the Conaunar 

2. Conaumar in the Marktt Place 

3. Conaumar In Action 

Coat la $10; order front 
Aaaoelatlon^Sterllng Pllna 
600 Grand Avenue 
Rldgefleld, New Jeraey 97657 

G. Speakera 

State Attorney General'a office. Chamber of Commerce, Adminlatratlve 
Management Society (AMS), Living Wltneas Program, Conawer Protec* 
tlon Dlvlalon, Dade County Private Attornlea. 

X. RESOURCES FOR TEACKERS 

A« Bookie ta 

Teacher 'a edltlona and/or manuala for atudent booka. 

Conainaer Educetlont Ita Hew Loek » Bulletin of the National 
AaaocUtlon of Secondary School Prlnelpala, October, 1967. 

Dodd, Harvey J.; Kennedy, John W. s and Olaen, Arthur R. Towerd 
Better Economic Education . Monograph 104* Cincinnati: 
South*Weatera inibllahlng Co., 1961. 

Klntner, Earl W. A Primer on the l.aw of Deceptive Practlcea : 

A guide for the Bualneaaman . New York: The MacMlllan Co.. 197?. 

Teaching Conaumar Education and Femllv Financial Planning * Council 
for Family Financial Education, 1110 Fldler Lane, Suite 1616; 
Silver Spring, Maryland 20910. 

B. Kits 

Conaumer Law: Rijfeta anu Reaponaibllltiea including introductory 
record. 32 -page teaching guide and 30 coplea of each of five 
atudent caae-atudy bookleta (a total of 150 bookleta). $64.25. 
CHANGING TIMES Education Service, Suite G 14, 1729 H Street, 
N. W., waahington, 0. C. 20006 

C. Magazlnea 

Changing Timea Teacher *a Journal : 

Monthly teaching auggeationa related to Changlni^ Timea . 
Changing Timea Education Service, 1729 K Street, N. W. 
Waahington,0. C. 20006 
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X. RBSOURCBS FOR mCHBRS, Contlnutd 



0* U. S. Govtmtne Publtcatlont 

Coniwtr Htwi « 4U3o7001. $1.00 Annual Subterlptlon. Monthly 
four -pa g« ntwilttttr to prevido Information about federal 
goverment nillngt and aettena affecting the eonauner, to 
explain new oonauaMr lawa, to report public hearinga of 
conauaer intereat, and to liat new federal eonaumer intereat 
publicationa. 

Conauaer Protection^^Interatate Land Salea * 1970t 8 pp. 7700» 
030. Free. Preeautiona in the purchaae of land by nail, 
telephone, and other nethoda i^lch diacouraga on-aite 
ina pact ion. 

Don't Be Gypped . 1971. 4 pp. leaflet. 7700-059. Free, Bait 
and awiteh advertiaing; what it ia and how to protect youraelf ; 
procedurea for reporting to the Federal Trade Cooniaaion. 

Guide to Federal Conauaer Servicea . 1971. 151 pp. 4000-0073. $1.00. 
A aumary of the conauser-related aervieea and prograaa offered 
by each federal agency. ^ 

How the Conauaer Can Report to the Food and Drug Adniniatration . 
1970. 4 pp. 7700-021. Free. How to report auapected aafety 
haaarda, aia labeling, or falae advertiaing of food, druga, and 
eoaaetica to the federal government. 

Mail Fraud Lawa . 1971. 32 pp. 7700-048. Free. Coenon mail 
fraud aituationa; how the eonaumer may protect hiaaelf; 
procedure for reporting fraud to the Poatal Service. 

Meil Order Inaarance . 1971. 8 pp. 1800-0022. 15c. Four 

eonraon inaurance frauda; how to protect youraelf; procedurea for 
reporting to the Federal Trade Cenmisaion. 

Protection for the Elderly . 1971. 7 pp. leaflet. 7700-051. 

Free. Seven typea of fraud comnonly directed at elderly people; 
how to help an elderly parent or friend protect himself; proce- 
dures for reporting to Federal Trade Conmisston. 
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APPENDIX 



ERIC 



SAMPU ACTZVXTZBS 



Product and Drug Label Ceawrlion 

The follmitng e«Ugori«t «ty bt uttd when compering Ubele: 

1. Neme end nenufecturer of product 

2. Zngredlente 

3. Inetructlone 

4. Ceutlone or wernlnge 

5. Stenderde 

6. Coaaents 
Aneivele of Advcrtleemcnte 

The following queetlone could be ueed when enelyxlng e newepeper 
or megaslne edvertleement of e product other then e food product 
(When eppllceble): . 

1. Whet doee the product contain, end how le It mede? 

2. le the product beneflclel? In whet wey? 

3. Doee the Iten cerry eny eeele Identifying Ite quellty or 
evidence of euthorltetlve eclentlf Ic teete? If eo» lAiet 
ere they? 

4. Whet explenetlon or deecrlptlon Indlcetee the degree of ueefulneee? 
5« Whet explenetlon or description le en Indlcetlon of quellty? 

6. Are there eny stetements which eppeer to be eveelve or mla* 
leading? (Neme them) 

7. Oo you find eny stetements which appeer to be unethical beceuee 
of direct etetemente or Impllcetlont? 

8. Whet proof becka up the atetementa? 

9. I8 the product harmful or dangerous? In whet wey? 

10. Specifically, how does the edvertlaement eppeel to your 
Intelligence? 
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SAMPLE ACTIVITIES, CQnelllutd 



Analyali of Pood Ub«Ii 



The following catAgorlet nay be uted when comparing different branda 
of the same food: 

1, Type of product 

2, Name or brand of product 

3, Grade deilgnated 

4, Slae designated 

5, Other useful Information * 

After compiling this Information, the following questions could be 
answered: 

1. Which of the labels do you feel have given you the most 
satisfactory information to guide you in buying? Indicate 
why. 

2. Which of the grade designations Indicated above are federal 
grade designations? 

3. Which of the grades Indicated above appear to be grade desig- 
nations of the product? 

4. Which label gives you the least Information or la misleading? 

Why? 



II 



